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INTRODUCTION *
Tourism is one of the huge business, in which it is contributes to the national earning and local economic development. Tourism development provides opportunities to support local development growth. Tourism related to the business activity, and many tourism sites provides interest in the issues of competition [1] . Thus, to run the business well and become competitive, a company has to be able to create and maintain their customers. Regarding to the customers, promotion triggers the consumers to use the product [2] .
Bhakti Alam is a ecotourism destination with the main is plantation with diverse tropical fruit. Adinsitrativey, it is located in Ngembal Village, Tutur district, Pasuruhan. Geographically, it is located in 450 to 550 m above the sea level. The main attraction of Bhakti Alam is various tropical fruits and flowers. The facilities available in the Bhakti Alam are a garden of tropical plants, e.g. durian (Durio zibethinus), melon (Cucumis melo), starfruit (Averrhoa carambola), dragon fruit (Hylocereus undatus), watermelon (Citrullus lanatus), rambutan (Nephelium lappaceum), jackfruit (Artocarpus integer), jew plum/ kedondong (Spondias Dulcis), litchi (Dimocarpus longan), avocado (Persea americana), and sapodilla (Manilkara zapota). Bhakti Alam also provides tourism package to visit dairy farm. Visitors will be invited directly to the processing of cow's milk from the milking process until processing into pasteurized milk that is ready to drink.
The visitors of Bhakti Alam in 2012 is less than 10% each month, even it rarely exceeds 5%. In August, there is a significant increase due to the fact that there is Eid Fitr holiday. The highest number of visitors are on Saturday and Sunday, meanwhile on weekday the number of visitors is less because the brochure promotes the two-day package at the weekend [3] .
There are some factors which cause less visitors in the particular days [3] . Bhakti Alam is a relative new developed place, thus not many people know precisely its location as well as its offered potential. Every fruit tree in the area has different harvest time. This makes the number of visitors outnumber the riped fruits, and vice versa. Second, the brochure is one of the media to promote Bhakti Alam. The brochure is placed in the ecotourism area, consequently the target audience who have not visited the place have no idea about the information in the brochure. Last, the target number of visitor does not meet the facilities in the ecotourism place, making the quality of maintenance is lower and not maximized. Therefore, this study aims to identify the factors affecting the decision making of the tourists' interest to visit Bhakti Alam ecotourism.
RESEARCH METHOD Data Collection
This study takes place in Bhakti Alam in Pasuruan regency. The type of data collected in this study is primary and secondary data [4] . To collect data in this study using the instrument: 1. The questionnaire; a set of questions prepared to ask to the respondents. This questionnaire is intended to obtain written information from respondents regarding the interests of visited by tourists. Questionnaire data is collected directly, this is done to get the data that is truly objective. Questionnaire data is closed, the question made such that the respondents' answers limited to one alternative answer provided. 2. Interview; gathering information by asking directly the related parties to facilitate data collection both primary and secondary. This is done to get information that cannot be extracted with a questionnaire. 3. The study documents; collect information by studying the written data sources is done to obtain secondary data related to the research conducted, for example, the geographical locations and facilities.
Data Analysis
Multiple linear regression analysis used to analyze the influence of independent variable (advertising, public relations, personal marketing and sale promotion) dependent on variables the decision on visits. Formula of multiple linear regressions [5] [6] .
In the attempt to answer the research question, this study used attitude analysis of Likert scale which is based on the data clasification of attitude scale, score, and category. In this study, the highest and lowest scores are determined. The highest score is 5 and the lowest one is 1. The answer in between the two scale is adjusted by the existing answer: strongly agree is 5, agree is 4, neutral is 3, disagree is 2, and strongly disagree is 1. To get the rank, five questions are asked. Then, the score of each respondent is summed up and the rank the score as follows [7] . Based on the formula, the score is displayed in Table 1 . Express disagreement 1 1.00 -1.80 Source: Modification Likert Scale [7] RESULT AND DISCUSSION Data processing with multiple linear regression analysis was carried out in several steps to find the effect of independent variable on the dependent variable. We obtained the following summary from the data processing (Table 2) .
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[37] J. Ind. Tour. Dev. Std., Vol.5, No.1, January 2017 From the analysis of the research that has been done is known that the influence of advertising, public relations, personal marketing and sales promotion effect are jointly have significant impact to the decision visit to Bhakti Alam. Therefore the model used in this study is feasible and proper to use in subsequent analysis. this condition means that the frequency of visiting decision of travelers to Bhakti Alam is determined by how well the advertising, public relations, personal marketing and sales promotion towards tourists. The influence of these variables can be seen from the value of multiple regression coefficient (R) is 60.8%, which indicates that the correlation or relationship between independent variables together towards the decision Bhakti Alam Agrotourism has been important connections.
Coefficient of Determination
The coefficient of determination used to see the influence percentage of given variable, i.e. Advertising (X 1 ), Public Relations (X 2 ), Personal Marketing (X 3 ) and Sales Promotion (X 4 ), which affect the decision to visit (Y). After the value of R 0.780, the coefficient of determination can be calculated using the following formula: The value obtained from KD 60.84% which indicates that the Advertising (X 1 ), Public Relations (X 2 ), Personal Marketing (X 3 ) and Sales Promotion (X 4 ), providing simultaneous effects together amounted to 60.84% the decision visit (Y). While the remaining 39.16% influenced by other factors not observed.
Test T (Partial Test) Advertising
Based on Table 2 , it is obtained score of T arithmetic on the advertising variable (X 1 ) of 3.362 (significance of p-value 0.001). While the value t table with 95 degrees of freedom (n-k-1) = 1.985. When compared to the T arithmetic > T table (3.362>1.985). These tests showed that the Advertising variable (X 1 ) significantly affects the decision making to visit Bhakti Alam (Y). It is also consistent with the previous study [8] which stated the interest to visit ecotourism objects is based on advertisement, either simultaneously or partially, have a real impact on tourist arrivals. This is consistent with the theory, advertising is a form of communication that does not immediately provide information about the advantages and benefits of the products are structured so that will change someone's mind to make a visit [9] .
In terms of advertising variable on the decision visits in Bhakti Alam is based on the calculation of the total questions asked about 4 (four) elements that represent aspects of the decision visits (Table 3 ). Cumulative table of advertising variable in Bhakti Alam showed a total score of 3.76. This proves that advertising can be influence respondents to visit based on the analysis of attitude scale: agree.
Public relations
Based on Table 2 , it is obtained value of Tarithmetic in the public relations variable (X 2 ) of 3.906 (significance of p-value 0.000), while the value of t table with 95 degrees of freedom (n-k-1) = 1.985. When compared the T arithmetic > T table (3.906> 1.985), these tests showed that the Public Relations variable (X 2 ) significantly affects the decision making to visit Bhakti Alam (Y). In the study that has been conducted, it is concluded that public relations variables significantly affect tourists' decision making to visit [10] . These results are in accordance with the opinion which reveals that the public relations activities include a variety of programs designed to promote and protect the image of the company or individual products [11] . 
Personal Marketing
In Table 2 , it is obtained value of T-arithmetic in the personal marketing variable (X 3 ) of 3.713 (significance of p-value 0.000), while the value t table with 95 degrees of freedom (n-k-1) = 1.985. When compared to the T arithmetic > T table (3.713> 1.985), these tests showed that the personal marketing variable (X 3 ) significantly affects the decision making to visit Bhakti Alam (Y). This study also consistent with the statement that interest to visit ecotourism is based on advertisement, either simultaneously or partially, has a real impact on tourist arrivals [12] .
Personal marketing variable on the decision visits in Bhakti Alam ecotourism is based on the calculation of the total question asked on the 3 (three) elements that represent aspects of decision visits (Table 5 ). Based on cumulative table of personal marketing variable in Bhakti Alam ecotourism with a total score of 4.03, personal marketing can influence respondents to visit based on the analysis of attitude scale: agree. 
Sale Promotion
Based on Table 2 , it is obtained value of Tarithmetic in the Sale Promotion variable (X 4 ) of 4.385 (significance of p-value 0.000), while the value T table with 95 degrees of freedom (n-k-1) = 1.985. When compared to the T arithmetic > T table (4.385> 1.985), the tests showed that the Sale Promotion variable (X 4 ) significantly affects the decision making to visit Bhakti Alam (Y).
Based on coefficient values in Table 2 , it is known that the independent variables that have the highest coefficient is sales promotion (X 4 ) of 0.754. This means that the sales promotion is the dominant variable in influencing the decision of tourists to visit in Bhakti Alam ecotourism. As previous study mentioned [13] , it is concluded that sale promotion variables significantly affect tourists' decision making to visit Bhakti Alam. Table 6 showed that in terms of sale promotion variable on the decision visits in Bhakti Alam is based on the calculation of the total question asked on 2 (two) elements that represent aspects of decision visits. Based on cumulative table of sale promotion variable in Bhakti Alam ecotourism with a total score of 3.79, sale promotion can influence respondents to visit based on the analysis of attitude scale: agree.
The Visiting Decision
The representative location of Bhakti Alam could affect the respondent to visit the place based on the calculation of the total question asked on 5 (five) elements that represent aspects of environment ( Alam affected by environment on the analysis of attitude scale: agree. 
CONCLUSION
The decisions to be interested in visiting Bhakti Alam ecotourism are affected by the variable of sale promotion, and then followed by public relations, personal marketing, and advertising. Visiting decision is more determined by factor of representative location followed by a representative conditions, road access, pricing and products.
Based on the data and the result of the analysis, it can be summarized which factors affected the visitors' decision to visit Bhakti Alam ecotourism. Those factors are advertisement, public relations, personal marketing, sale promotion, as well as decision to visit, which all of them affected significantly and positively to visit interest. The result indicated that if those factors are implemented more maximize, then the visitors' interest to visit Bakhti Alam will increase, thus it can support the ecotourism sustainability.
